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In recent years, with the rapid development of the Internet and the increasing 
market competition, more and more companies realize that consumers are enterprise's 
important resources. Consumers have been seen as the enterprise’s part-time workers 
and bring many benefits to the enterprises. At the same time, with the enhanced 
consciousness of consumers, they want more power and control in the process of 
consumption, many companies conform to this trend and take some empowerment 
measures and make consumer empowerment binger. The enterprise’s empowerment 
measures can influence the consumers’ cognitive of empowerment, and the 
consumers’ cognitive of empowerment can influence consumers’ attitudes and 
behavior, while at present there are only a few domestic researches on consumer 
empowerment and even less attention is paid on consumer empowerment in the 
perspective of consumers. Therefore, it will be of certain significance to explore the 
consumer empowerment and how consumer empowerment influence the purchase  
intention in the perspective of consumers.  
On the basis of literature review, the research exploringly propose a model of 
how consumer empowerment influence purchase intention. The field experiment 
method, Watson and carrefour supermarket as experimental site, Skin care products to 
be the objects is performed to discuss how consumer empowerment, service choice, 
information share and impact influence purchase intention, and whether self-control 
modulate the effect of consumer empowerment to purchase intention or not. 
The thesis consists of fives parts. The first part is introduction, which 
successively introduces background, propose, procedure and structure of the research; 
the second part is literature review, which summarizes the literature of consumer 
empowerment and self-control theory and lays the theoretical foundation for the 
research; the third part is research design and method, which proposes the conceptual 
model and assumptions, and elaborates the process of experiment, the fourth part 















analysis and discussion. The last part puts forward the conclusion and marketing  
implications of this research. 
By the empirical analysis the research reaches conclusions as following: (1) the 
consumer empowerment has significant positive impacts on their purchase intentions; 
(2) The three components of consumer empowerment have interaction effect, the 
service choice has direct influencet on information share and impact. (3) the 
consumer’s self-control will modulate the effect of consumer empowerment to  
consumer’s purchase intentions. 
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